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ABSTRACT
Countries are often characterized with a diverse set of subcul-
tures, exerting different impacts on innovation among different 
ethnic groups. This article comparatively analyzes how national 
culture, as measured by Hofstede's six cultural values, influences 
the entrepreneurial innovativeness (EI) of three Malaysian ethnic 
firms (Malaysian Chinese, Indian, and Malays). Based on 
a systematic investigation of survey data of 450 small to med-
ium-sized firms (SMEs), we find positive influences of indul-
gence, collectivism, and low power distance on EI among the 
three ethnic entrepreneurs in Malaysia. Our study also finds that 
three other cultural values have a differential impact on 
Malaysia’s ethnic groups. While long-term orientation exerts 
a significant impact on Malaysian Chinese, masculinity and low 
uncertainty avoidance have significant but (surprisingly) oppo-
site impacts on the three ethnic entrepreneurs. These similar 
and different impacts of cultural values on EI among different 











National culture has been widely investigated for its unique impact on crea-
tivity-related themes particularly in terms of innovativeness, a process through 
which firms implement new ideas into practice (Broekhuizen et al., 2017; Tian 
et al., 2018; Zhu et al., 2018). Specifically, researchers have focused on different 
cultural dimensions of Hofstede’s model (Hofstede, 1980; G. J. Hofstede, 2015) 
and explored their influences on innovativeness in different contexts and at 
various analytical levels (Brewer & Venaik, 2014). It has been found that 
collectivism has positive effects on innovation and innovative practices 
(Černe et al., 2013; Lin, 2009; Taylor & Wilson, 2012; Vecchi & Brennan, 
2009), while masculinity (Halkos & Tzeremes, 2013; Medcof & Wang, 2017; 
Prim et al., 2017), power distance (Halkos & Tzeremes, 2013; Shane, 1993; 
Sun, 2009), and uncertainty avoidance (Beugelsdijk & Welzel, 2018; Halkos & 
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Tzeremes, 2013; Prim et al., 2017) have negative effects on innovation. 
Undoubtedly, national culture exerts enormous impact upon firms’ innova-
tiveness (Watts et al., 2020).
However, the literature on national culture and entrepreneurial innovative-
ness (EI) is mainly based on the assumption that countries are made up of 
a nationwide uniform culture. In reality, numerous countries in the world 
(e.g., the United States, Canada, China, India and Malaysia) are characterized 
with a diverse set of subcultures among different ethnic groups (Lenartowicz & 
Roth, 2001); such plural subcultures may exert different impacts on innovation 
among different ethnic groups, which warrant much more fine-grained ana-
lyses (Prim et al., 2017; Tian et al., 2018). For example, as one of the most 
representative countries of cultural diversity, Malaysia has dozens of ethnic 
groups; three major ethnic groups – Malay (54% of the population), Chinese 
(25%) and Indian (7.5%) – dominate Malaysia’s economics and business 
(Terpstra-Tong et al., 2014). Although Malaysia as a country may share 
some kind of similar cultural values nationwide, different ethnic groups tend 
to maintain their unique ethnic identities and have distinct ways in terms of 
business operations and EI even after more than 50 years of Malaysia’s 
independence (Fontaine & Richardson, 2005; Idris, 2011; Jamil et al., 2014; 
Lim, 2001; Yow, 2017; Zawawi, 2008). Hence, the impact of national cultural 
values on entrepreneurial innovativeness may vary significantly among differ-
ent ethnic groups; such an important issue is largely neglected in the current 
literature (Prim et al., 2017; Terpstra-Tong et al., 2014; Tian et al., 2020, 2018).
To address this important research gap, the aim of this article was to 
conduct a comparative investigation of the impact of cultural values of 
Hofstede’s national cultural dimensions (Hofstede, 1980, 1984; 
G. J. Hofstede, 2015) on entrepreneurial innovativeness (EI) among 
Malaysia's three primary ethnic groups (Malaysian Chinese, Malay, and 
Indian entrepreneurs). Given that prior literature has found inconsistent 
results that suggest effects of selected cultural dimensions on innovation- 
related topics (Khan & Cox, 2017; Lin, 2009; Medcof & Wang, 2017; Prim 
et al., 2017; Tian et al., 2020, 2018), we included all six of Hofstede’s cultural 
dimensions in our study. Consequently, we conducted a complete analysis of 
how national culture influences EI among the three dominant Malaysian 
ethnic groups. Specifically, we guided the study by focusing on two research 
questions: (1) What is the impact of Hofstede’s six cultural dimensions on EI 
among Malaysian Chinese, Malay, and Indian entrepreneurs? (2) Are there 
significant differences regarding the influences of national cultural values on 
EI among the three Malaysian ethnic groups?
The main contribution of this study was that we incorporated all the six 
national cultural values regarding their impact on EI among three ethnic 
groups of entrepreneurs in the multicultural context of Malaysia. To the best 
of our knowledge, this study is the first academic endeavor to investigate the 
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influence of all six cultural values on EI among Malaysian Chinese, Malay, 
and Indian entrepreneurs in a systematic and comparative manner. Such 
systematic analysis enabled us to paint a fuller picture of how national 
cultural values influence SMEs’ innovation and specifically the innovative 
activities of their entrepreneurs (Broekhuizen et al., 2017; Tian et al., 2020; 
Watts et al., 2020; Zhu et al., 2018). The novelty of this study may be further 
enhanced because we also offer insights to researchers and practitioners 
through a fine-grained analysis of three different ethnic groups in their EI. 
Our fine-grained analysis explicitly reveals similar and different aspects of EI 
regarding influences by different cultural values; such similarities and differ-




National culture constitutes the patterns of thinking and also reflects the 
meaning that people give to various aspects of life; it can be defined as “the 
collective programming of the mind which distinguishes the members of one 
group or society from those of another” (Hofstede, 1984: p. 82; G. J. Hofstede, 
2015). That is, individuals can interpret their daily life through their national 
culture which provides them with a reference framework for shared and 
transferable perceptions, values or practices (Kostis et al., 2018; Sabah et al., 
2014). In general, the six cultural dimensions that Hofstede develops are 
widely employed to depict national culture: indulgence, collectivism, long- 
term orientation, masculinity, power distance, and uncertainty avoidance. 
Indulgence, the newest cultural dimension added by Hofstede, refers to “a 
tendency to allow relatively free gratification of basic and natural human 
desires related to enjoying life and having fun” (Hofstede et al., 2010, 
p. 281), while collectivism “pertains to societies in which people from birth 
onward are integrated into strong, cohesive in-groups, which throughout 
people’s lifetimes continue to protect them in exchange for unquestioning 
loyalty” (Hofstede et al., 2010, p. 76). Long-term orientation “stands for the 
fostering of virtues oriented toward future rewards – in particular, persever-
ance and thrift” (Hofstede et al., 2010, p. 239). A society is called masculine 
where its individuals are “supposed to be assertive, tough, and focused on 
material success” (Hofstede et al., 2010, p. 140). Power distance is defined as 
“the extent to which the less powerful members of institutions and organiza-
tions within a country expect and accept that power is distributed unequally” 
(Hofstede et al., 2010, p. 61), whereas uncertainty avoidance refers to “the 
extent to which the members of a culture feel threatened by ambiguous or 
unknown situations” (Hofstede et al., 2010, p. 191).
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As one of the core themes in management and organization theory, national 
culture has been regarded as a powerful factor which exerts significant influ-
ences on firms’ activities and in turn their performance, such as innovation 
(Shirokova et al., 2018; Tian et al., 2018). In essence, managerial practices, 
marketing orientation, and consumer behaviors differ significantly according 
to cultural differences (Chaganti & Greene, 2002; Morris & Schindehutte, 
2005; Watts et al., 2020).
Innovation and entrepreneurial innovativeness
Despite different meanings in different contexts, innovation often refers to the 
development or enhancement of ideas, products, processes, or technologies 
(Barringer & Ireland, 2019). Viewed as the adoption of a new or idea behavior, 
innovation is not just a great idea but also an opportunity to solve a given 
problem (Tian et al., 2020). Moreover, firms with innovation orientations are 
usually engaged in value creation strategies such as development of new 
products or services and improvement of existing products or services 
(Dobni, 2010). In small business management research, innovativeness is 
a firm’s overall innovative capability in order to introduce new products to 
the market or develop new markets through the combination of strategic 
orientation and innovative process or behavior (Beugelsdijk & Welzel, 2018; 
Deng & Zhang, 2018). In this sense, innovativeness can be defined as a kind of 
organizational culture or ability to support as well as to be engaged in devel-
oping new ideas and translating them into important business opportunities 
(Barringer & Ireland, 2019; Verhees & Meulenberg, 2004). In line with our 
research goal, we are particularly interested in entrepreneurial innovativeness 
(EI), which is the ability of entrepreneurs to develop new ideas and implement 
them in their businesses. Such innovative orientation and activities are widely 
adopted in small business management and entrepreneurial research asso-
ciated with emerging economies (Ha et al., 2016; Tian et al., 2020).
Impact of national culture on entrepreneurial innovativeness
Several cross-cultural researchers have examined the influence of national 
culture on innovative practices of firms (Broekhuizen et al., 2017; Shane, 
1993; Zhu et al., 2018). Studies find innovative practices that differ across 
countries can be explained by the manifestation of national culture within 
a country’s firms. Moreover, national cultures influence corporate cultures 
through a country's managers who affect the firm’s innovative outcomes 
(Broekhuizen et al., 2017; Efrat, 2014). There are also studies that used 
Hofstede’s cultural dimensions as a useful tool to describe national cultural 
determinants of firms’ innovations (Prim et al., 2017; Shane, 1993; Zhu et al., 
2018). In this research stream, inconsistent results are often found regarding 
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the influence of Hofstede’s cultural dimensions on innovation in different 
contexts (Prim et al., 2017; Tian et al., 2018). For instance, studies revealed 
there is a negative relationship between innovation and the influence of 
masculinity (Halkos & Tzeremes, 2013; Medcof & Wang, 2017; Prim et al., 
2017), uncertainty avoidance (Beugelsdijk & Welzel, 2018; Halkos & 
Tzeremes, 2013; Prim et al., 2017), and power distance (Halkos & Tzeremes, 
2013; Prim et al., 2017; Shane, 1993; Sun, 2009). In contrast, a number of 
studies have found or argued that there is a positive relationship between 
innovations and collectivism (Černe et al., 2013; Lin, 2009; Medcof & Wang, 
2017; Taylor & Wilson, 2012; Vecchi & Brennan, 2009), indulgence (Khan & 
Cox, 2017), and long-term orientation (Khan & Cox, 2017; Lin, 2009; Medcof 
& Wang, 2017).
There is no doubt that Hofstede’s cultural dimensions are widely regarded 
as crucial national cultural values that have an important impact on innova-
tions in general and EI in particular (Prim et al., 2017; Tian et al., 2018). Recent 
studies (Tian et al., 2020; Watts et al., 2020) found that inconsistent results 
regarding the influence of Hofstede’s cultural dimensions on EI were largely 
because researchers only selectively analyzed Hofstede’s cultural dimensions. 
To fill the important research gap, we examined all of Hofstede’s six cultural 
dimensions and their impact on EI in a significantly understudied multi-
cultural society (i.e., Malaysia). Moreover, existing literature often focuses on 
investigation of the influence of national culture on innovations at an aggre-
gate level in the context of a homogenous country or different countries with 
an assumed uniform set of nationwide culture (Prim et al., 2017; Tian et al., 
2020; Zhu et al., 2018). However, a central conceptual and empirical concern 
stands out: are the general findings applicable to the culturally diversified 
countries such as Malaysia which consist of a diverse set of ethnic groups?
Hypothesis development
In this study, we articulate Hofstede’s six cultural dimensions as independent 
variables and entrepreneurial innovativeness (EI) as the dependent variable. 
These causal relations constitute our proposed theoretical framework (see 
Figure 1), which will be empirically examined by a large scale of survey 
samples across three Malaysian ethnic entrepreneurs or SMEs in the wholesale 
and retail industry.
Impact of indulgence on entrepreneurial innovativeness
Related to the gratification versus control of basic human desires, as the newest 
cultural dimension in Hofstede’s model, indulgence, refers to the extent to 
which individuals enjoy life and momentary pleasures (Beugelsdijk & Welzel, 
2018; Gallego-Álvarez & Pucheta-Martínez, 2020). Moreover, this dimension 
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of culture reveals the extent to which people in a country have control over 
their impulses and desires that are related with the degree of their personal 
achievement (Prim et al., 2017). Not surprisingly, while most of the prior 
studies have linked the other five cultural dimensions of Hofstede’s framework 
with entrepreneurial innovations and behaviors, limited studies have exam-
ined the influence of indulgence on innovations in various contexts (Bukowski 
& Rudnicki, 2019; Khan & Cox, 2017; Griffith & Rubera, 2014). In one of the 
rare studies on how the indulgence values of Sri Lankan entrepreneurs shape 
their essential entrepreneurial behaviors, Dissanayake and Semasinghe (2014) 
found that entrepreneurs, who put an emphasis on their leisure activities, were 
more likely to be optimism-motivated and their happy lives tended to enhance 
their entrepreneurial motives.
As a result, those upbeat individuals who are more likely to be involved in EI 
through continuous learning and getting new ideas may positively affect the 
entrepreneurs’ innovativeness. In the same vein, individuals often exhibit more 
positive emotions and optimistic attitudes when they belong to indulgent societies 
compared to those belonging to restrained cultures (Hofstede et al., 2010; Zhang 
et al., 2020). By investigating the impact of indulgence on design and technology 
innovation and market share, Griffith and Rubera (2014) find that positive impact 
Figure 1. Conceptual framework.
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of design innovation on market share changes are strengthened with the increase 
of indulgent culture although the presence of indulgence tends to weaken the 
positive relationship between technological innovations and market share. 
Researchers (e.g., Khan & Cox, 2017) also observe a positive impact of indulgence 
on innovation in the context both of developed and developing countries.
Hypothesis 1 (H1): Indulgence has a positive impact on entrepreneurial innova-
tiveness among Malaysian Chinese entrepreneurs (H1a), Malaysian Indian 
entrepreneurs (H1b), and Malay entrepreneurs (H1c).
Impact of collectivism on entrepreneurial innovativeness
Collectivism refers to a society in which people are integrated into strong, 
cohesive in-groups, reflecting the degree to which individuals see themselves 
as a member of knit communities (Beugelsdijk & Welzel, 2018; G. J. Hofstede, 
2015; Shirokova et al., 2018; Zhang et al., 2020). Previous studies have pro-
vided ample evidence regarding the positive impact of collectivism on inno-
vative practices (Efrat, 2014; Tian et al., 2018). Many studies have also 
considered the beneficial role of collectivism both for exploitative and explora-
tory innovations (Černe et al., 2013; Lin, 2009; Taylor & Wilson, 2012; Vecchi 
& Brennan, 2009). For example, Medcof and Wang (2017) proposed the 
positive association of collectivism with exploitative innovation, while 
Rosenbusch et al. (2011) contend the positive influence of collectivism on 
several types of innovation. Collectivism has been considered more beneficial 
at the commercialization stage because it fosters cooperative team behaviors 
and social interactions (Černe et al., 2013). Moreover, in order to commercia-
lize the innovations, employees are required to interact with each other as well 
as with other stakeholders such as suppliers and customers (Tian et al., 2020). 
Thus, knowledge sharing through networking plays a vital role in supporting 
innovations. Furthermore, collectivism facilitates the incremental type of 
innovations which mostly deal with the improvements of the existing products 
or services; such incremental processes need collaboration and communica-
tion within the firm and also need interactions with important suppliers as 
well as customers. However, there are a few studies that have mentioned the 
possible negative impact of collectivism on innovative practises, which is 
hardly justified empirically (Taylor & Wilson, 2012; Tian et al., 2018). Given 
that the majority of studies have revealed the positive impact of collectivism on 
innovative orientation and behaviors, we argue for a positive relationship 
between collectivism and EI in the multicultural context of Malaysia, an 
essentially collectivistic society. We thus hypothesize:
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Hypothesis 2 (H2): Collectivism has a positive impact on the entrepreneurial 
innovativeness among Malaysian Chinese entrepreneurs (H2a), Malaysian 
Indian entrepreneurs (H2b), and Malay entrepreneurs (H2c).
Impact of long-term orientation on entrepreneurial innovativeness
Long-term orientation or Confucian dynamism “stands for the fostering of 
virtues oriented toward future rewards, in particular, perseverance and thrift” 
(Hofstede et al., 2010, p. 239). In a long-term oriented society, as people tend 
to be associated with forward looking perspective, perseverance, and thrift in 
getting results, they can often adapt traditions according to the new circum-
stances (Beugelsdijk & Welzel, 2018; Zhang et al., 2020). In addition, they are 
more likely to possess better ideas regarding important future events. Not 
surprisingly, individuals in cultures with long-term orientations often focus 
more on future results and are more receptive to changes than those living in 
a short-term oriented culture. This is because individuals with the short-term 
orientation focus more on the past and show more respect to traditions and 
are less innovative (Van Everdingen & Waarts, 2003). In contrast, individuals 
in long-term oriented societies lean toward more innovations by focusing on 
future possibilities (Bukowski & Rudnicki, 2019; Prim et al., 2017). There are 
also a number of studies that have provided evidence regarding the positive 
impact of long-term orientation on innovativeness (Khan & Cox, 2017; 
Gallego-Álvarez & Pucheta-Martínez, 2020; Lin, 2009; Medcof & Wang, 
2017; Rujirawanich et al., 2011). For instance, Medcof and Wang (2017) 
conceptually argued and empirically verified that long-term orientation exerts 
a positive impact on exploratory innovation. Therefore, we hypothesize:
Hypothesis 3 (H3): Long-term orientation has a positive impact on the entre-
preneurial innovativeness among Malaysian Chinese entrepreneurs (H3a), 
Malaysian Indian entrepreneurs (H3b), and Malay entrepreneurs (H3c).
Impact of masculinity on entrepreneurial innovativeness
The cultural dimension of masculinity refers to the orientation of society 
toward interpersonal relations (Hofstede, 1980). According to Tsegaye et al. 
(2019), a masculine culture emphasizes the accomplishment of task and 
personal success. Yeniyurt and Townsend (2003) posited that individuals in 
a masculine society give more value to material success, wealth, and luxury 
items. Therefore, the masculine societies are usually believed to be more 
engaged in innovative activities than the feminine societies. Moreover, in 
masculine societies, people are often described as assertive, ambitious, 
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materialistic, competitive, and aggressive (Gallego-Álvarez & Pucheta- 
Martínez, 2020; Zhang et al., 2020), more success and achievement oriented 
(De Mooij & Hofstede, 2010). As people in a masculine-oriented society are 
often positive, confident, accept challenges, and have a strong sense of asser-
tiveness, they are more likely to be innovative and be involved particularly in 
new product innovation (Efrat, 2014; Rhyne et al., 2002). Furthermore, some 
empirical studies have found positive and significant impact of masculinity on 
innovation under various circumstances (e.g., Gallego-Álvarez & Pucheta- 
Martínez, 2020; Jones & Davis, 2000; Tian et al., 2018). Likewise, the masculine 
traits such as career-orientation and competitiveness are the key ingredients in 
the process of innovation and individuals or societies that exhibit a high 
masculinity index will tend to be more innovative (Shane, 1993; Thomas & 
Mueller, 2000). For instance, Shane (1993) argued that individuals in high 
masculine index societies are more likely motivated for innovative activities 
than those in low masculine index societies because they are more likely to get 
rewards and success for their harder work. Taken together, we articulate the 
following hypothesis:
Hypothesis 4 (H4): Masculinity has a positive impact on the entrepreneurial 
innovativeness among Malaysian Chinese entrepreneurs (H4a), Malaysian 
Indian entrepreneurs (H4b), and Malay entrepreneurs (H4c).
Impact of power distance on entrepreneurial innovativeness
Power distance refers to the extent to which less powerful members of 
organizations and institutions within a country accept and except the unequal 
distribution of power (Gallego-Álvarez & Pucheta-Martínez, 2020; Zhang 
et al., 2020). Low power distance has been associated with innovative societies 
(Bukowski & Rudnicki, 2019; Hofstede, 2001; Tian et al., 2018; Van 
Everdingen & Waarts, 2003). This is because innovation relies on flow and 
sharing of information and high power distance averts the spread of knowl-
edge and information (Papula et al., 2018). While innovation is facilitated by 
decentralization, free communication, and trust between hierarchical levels, 
high power distance culture within an organization’s structure tends to dis-
courage sharing of ideas and knowledge. This is due to the presence of 
centralized power, organizational hierarchy, top-down control, formal proce-
dures, rules, and flow of vertical communication, and resistance to changes 
that impacts innovation (Jones & Davis, 2000; Sun, 2009). Alternatively, 
certain beliefs of low power distance culture encourage innovation due to 
the free flow of information, less formal control and authority of hierarchy, 
knowledge decentralization, and support to changes that facilitate innovation 
(Jones & Davis, 2000).
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Many studies found the negative impact of high power distance societies on 
innovation because the people in such societies find it difficult to innovate 
(Halkos & Tzeremes, 2013; Shane, 1993; Zhang et al., 2020). This is because if 
the lower status members have more potential for innovative activities they are 
not highly valued (Rinne et al., 2012). Moreover, Rhyne et al. (2002) have also 
argued that the high power distance leads to the lower levels of new product 
development because innovative ideas by the lower level employees are gen-
erally not welcomed by senior management. Similarly, Sun (2009) contended 
that high power distance negatively impacts innovation because inequalities of 
wealth and power are allowed to grow in such societies; hence, such societies 
are more likely to follow a caste system and do not allow progress and upward 
mobility of its citizens. Given that a society with low power distance believes 
that with equal distribution of wealth and power among its citizens, people in 
a low power distance society are more motivated to be innovative (Sun, 2009). 
The above arguments lead to the following hypothesis:
Hypothesis 5 (H5): Low power distance has a positive impact on the entrepre-
neurial innovativeness among Malaysian Chinese entrepreneurs (H5a), 
Malaysian Indian entrepreneurs (H5b), and Malay entrepreneurs (H5c).
Impact of uncertainty avoidance on entrepreneurial innovativeness
Uncertainty avoidance refers to the extent to which people in a society strive to 
alleviate future events’ unpredictability by relying on social norms, bureau-
cratic practices, and rituals (Hofstede, 2001; Watts et al., 2020). People in 
societies with high uncertainty avoidance are more likely to use formal inter-
actions with others, keep meticulous records, depend on formalized proce-
dures and policies, take only calculated risks, and show strong resistance 
toward change. This is in contrast to people in low uncertainty avoidance 
societies; they are more likely to use informal interactions with others, depend 
on informal norms, are less calculating while taking risks, and show moderate 
resistance toward change (Hofstede, 2001; Song et al., 2019; Zhang et al., 
2020). Accordingly, high uncertainty avoidance tends to have a negative 
impact on innovation (Rujirawanich et al., 2011).
Avoiding uncertainty may pose barriers to EI because innovation is asso-
ciated with changes, which have a certain degree of uncertainty as well (Papula 
et al., 2018). Given that individuals with high uncertainty avoidance are less 
likely to be engaged in innovation, a low level of uncertainty avoidance 
becomes a key factor of successful innovation (Bukowski & Rudnicki, 2019; 
Chen et al., 2017; Gallego-Álvarez & Pucheta-Martínez, 2020; Papula et al., 
2018). Various studies have linked the concept of low uncertainty avoidance to 
innovation. For instance, scholars (e.g., Rinne et al., 2012; Shane, 1993) have 
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argued that risk tolerance and acceptance of change are needed for innovative 
activities, and the uncertainty acceptance or tolerance for ambiguity- 
innovation relationship should be positive. In addition, individuals with 
a high index of uncertainty avoidance tend to resist innovation (Hofstede, 
2001; Tian et al., 2020). In such societies, risk-averse attitudes imply that 
individuals often do not take unnecessary risks unless they can get high 
commercial rewards for their innovative activities (Sun, 2009; Van 
Everdingen & Waarts, 2003). Phillips and Wright (1977) found that people 
in Southeast Asia have high tolerance of ambiguity or uncertainty acceptance 
attitudes and favor more new ideas compared to Britons. In the same vein, 
people with uncertainty acceptance values are more tolerant for changes, as 
required for innovation activities (Hofstede, 1980). Based on the above shreds 
of evidence of high uncertainty acceptance or low uncertainty avoidance with 
EI, we hypothesize:
Hypothesis 6 (H6): Low uncertainty avoidance has a positive impact on the 
entrepreneurial innovativeness among Malaysian Chinese entrepreneurs (H6a), 
Malaysian Indian entrepreneurs (H6b), and Malay entrepreneurs (H6c).
Methodology
We employed standardized questionnaires to conduct the survey among target 
respondents. All the measures of Hofstede’s six cultural dimensions, and 
entrepreneurial innovativeness (EI) are shown in Table 1.
The measurements were pretested among the experts who belong to differ-
ent ethnic groups dealing in Malaysian wholesale and retail SME businesses to 
select the most relevant items related to the study’s context (Mullen et al., 
2009). Using quota sampling and snowball sampling techniques, we accessed 
the target respondents from urban regions of West Malaysia, which include:
● Northern Region – Perak, Penang, Perlis, and Kedah;
● East Coast Region – Pahang, Terengganu, and Kelantan;
● Central Region – Federal territories of Kuala Lumpur and Putrajaya and 
the state of Selangor; and
● Southern Region – Malacca, Johor, and Negeri Sembilan.
The survey started from the last quarter of 2017 to the last quarter of 2018 
which took more than 11 months to complete. The technique of snowball 
sampling involved the process of choosing a sample by using our networks. 
First, we identified some ethnic entrepreneurs from the wholesale and retail 
SMEs within our social networks. We then asked them to identify other ethnic 
entrepreneurs as the basis of our further data collection. However, it was 
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increasingly difficult to use the snowball sampling technique when the sample 
became large (Kumar, 2011). Given that our sample size was large (450 
respondents), we decided to adopt another nonprobability sampling technique 
(i.e., quota sampling). Using quota sampling, we continued data collection 
from target respondents until we reached our target sample size (i.e., 150 
respondents for each of the three ethnic groups). Our survey techniques are in 
line with other researchers who have used two or more types of nonprobability 
sampling techniques to collect data in a similar research setting (Fontaine & 
Richardson, 2005).
This study targeted the Malaysian ethnic entrepreneurs or SMEs engaged in 
wholesale and retailing businesses. Wholesale and retailing SMEs consisted of 
more than 50% of Malaysian service sector, which contributed much more 
toward the country’s GDP, employment, productivity, and exports than SMEs 
in other service industries (Corp, 2015). We used the definition of SMEs 
provided by the Small and Medium Industries Development Corporation 
(SMIDEC) in Malaysia to determine the SME wholesale and retail businesses. 
In this article, the entrepreneurs had to meet the following criteria:
(1) Individuals who started their own businesses in wholesale or retail 
industry only;
(2) Individuals who are actively participating in the management of the 
businesses in any state of West Malaysia;
(3) Businesses that are at least three years old;
(4) Businesses having between 5 and 30 employees for small size businesses 
and between 30 and 75 for medium-sized businesses;
(5) Businesses having sales turnover from RM300,000 to less than 
RM3 million for small size businesses and from RM3 million to not 
exceeding RM20 million for medium-size businesses; and
(6) Only those respondents who belonged to the three Malaysian ethnic 
groups, that is, Malaysian Chinese, Malaysian Indian, and Malay 
entrepreneurs.
Overall, 450 entrepreneurs from Malaysian wholesale and retail SMEs 
eventually participated in this study, including 150 Chinese, 150 Malay, and 
150 Indian entrepreneurs. The detailed sample description is shown in 
Table 2.
The minimum sample size suggested by G*Power 3 software is 77, which 
would create a power of .80 for our research model with medium effect size 
(Hair et al., 2017). Since we were able to collect data from 150 respondents for 
each of the three ethnic groups, our model showed greater statistical power. 
The Harman’s single factor test was conducted to identify common method 
variance. The result of extraction sums of squared loading for 
Chinese = 26.37%, Indian = 31.47% and Malay = 28.33% of variance; as each 
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Table 2. Demographic profile of firms.
Chinese sample 
(N = 150) Malay sample (N = 150) Indian sample (N = 150)
Categories Frequency Percentages Frequency Percentages Frequency Percentages
Firm Location
Selangor 53 35.3 43 28.7 48 32.0
Kuala Lumpur 56 37.3 58 38.7 52 34.7
PutraJaya 5 3.3 2 1.3 3 2.0
Perlis 4 2.7 2 1.3 6 4.0
Kedah 5 3.3 3 2.0 3 2.0
Penang 5 3.3 3 2.0 6 4.0
Perak 3 2.0 4 2.7 6 4.0
Kelantan 2 1.3 6 4.0 3 2.0
Terengganu 2 1.3 6 4.0 4 2.7
Pahang 3 2.0 5 3.3 2 1.3
Malacca 3 2.0 7 4.7 4 2.7
Johor 5 3.3 5 3.3 6 4.0
Negeri Sembilan 4 2.7 6 4.0 7 4.7
No. of Employees
5-30 121 80.7 118 78.7 124 82.7
30-75 29 19.3 32 21.3 26 17.3
Prior Working Experiences
No experiences 7 4.6 3 2 5 3.3
1-2 years 48 32 10 6.7 43 28.7
3-4 years 25 16.7 40 26.7 29 19.3
5-7 years 40 26.7 38 25.3 22 14.7
7-10 years 12 8 23 15.3 36 24
11-15 years 18 12 36 24 15 10
Position in Company
Business owner 134 89.3 123 82.0 122 81.3
Business partner 16 10.7 27 18.0 28 18.7
Years of Company Start Up
3-5 14 9.3 7 4.7 9 6.0
6-10 64 42.7 84 56.0 50 33.3
11-20 72 48.0 59 39.3 91 60.7
Hours Spent to Manage Business 
Per Week
21-40 0 0 25 16.6 0 0
41-60 32 21.3 55 36.7 47 31.3
More than 60 118 78.7 70 46.7 103 68.7
Annual Sales Turnover
RM 300,000 to less than RM 3 
million
121 80.7 118 78.7 124 82.7
RM 3 million to not exceeding RM 
20 million
29 19.3 32 21.3 26 17.3
Business Category
Wholesale 71 47.3 43 28.7 61 40.7
Retail 79 52.7 107 71.3 89 59.3
Wholesale/Retail Format
Pharmaceutical, medical, and 
orthopaedic goods
2 1.3 0 0 2 1.3
Textile and clothing 2 1.3 30 20 17 11.3
Tudung 0 0 47 31.3 9 6
Footwear and leather goods 3 2 0 0 13 8.7
Household appliances and 
equipment
5 3.3 3 2 17 11.3
Hardware, paint and glass 2 1.3 8 5.3 9 6
Sports and recreational goods 4 2.7 2 1.3 12 8
Boutique, salon, and spa 8 5.3 2 1.3 9 6
Gifts and crafts 12 8 5 3.3 6 4
Watches 16 10.7 10 6.7 10 6.7
Carpets 14 9.3 11 7.3 8 5.3
Perfumes 10 6.7 7 4.7 8 5.3
(Continued)
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of the leading factors was less than 50%, there was no common method bias 
issue in the data (Tehseen et al., 2017).
The collected data was screened for normality and outliers. Following the 
suggestions of Ramayah et al. (2017), the multivariate skewness as well as 
kurtosis was examined. The findings revealed that collected data was not 
multivariate normal, that is, Mardia’s multivariate skewness (β = 4.503, 
p < .01) and Mardia’s multivariate kurtosis (β = 71.884, p < .01). Based on 
Kline’s (2011) guides, the data distribution is considered to be normal only 
when the kurtosis and skewness values fall below ten and three, respectively 
(Kline, 2011). Therefore, bootstrapping with resampling of 5000 was used to 
address the multivariate normality while analyzing data. Furthermore, Cook’s 
distance was used to identify outliers. The responses showing Cook’s distance 
value > 1 were supposed to be removed to get better model fit (Stevens, 1992). 
However, as no outlier is found from the data, no response is removed. 
Therefore, a sample of 450 respondents was considered for the data analysis.
In order to test the effects of multiple predictors simultaneously, we used 
structural equation modeling (SEM) as the analytical approach to estimate 
a series of separate but interdependent multiple regression equations (Hair 
et al., 2006; Miller et al., 2020). SEM can estimate causal relationships’ uni-
dentified coefficients among latent variables and also specify the hypothetical 
constructs by observed variables (Hair et al., 2010). As the conceptualized 
relationships can be better represented by using SEM in measurement of latent 
variables (Verma et al., 2019), SEM allows the researchers to investigate the 
relationships between latent and observed variables as well as among latent 
variables (Shi et al., 2018). Another advantage of SEM is that it improves the 
relationships’ statistical estimation by considering the measurement error 
through reliability measures (Kline, 2011). Since the goal of this study was to 
test Hofstede’s cultural theory for innovative behaviors of entrepreneurs, 
covariance-based structural equation modeling (CB-SEM) was the most sui-
table method to analyze data and test and confirm theory across three ethnic 
Table 2. (Continued).
Chinese sample 
(N = 150) Malay sample (N = 150) Indian sample (N = 150)
Categories Frequency Percentages Frequency Percentages Frequency Percentages
Furniture 6 4 7 4.7 5 3.3
Toys 7 4.7 3 2 5 3.3
Books 8 5.3 10 6.7 5 3.3
Interior decorators 12 8 2 1.3 5 3.3
Towel and bed sheets 15 10 2 1.3 5 3.3
Gold and diamond 24 16 1 0.7 5 3.3
Ownership Structure
Sole Proprietorship 10 6.7 0 0 8 5.3
Partnership 53 35.3 52 34.7 48 32
Private Limited Company 87 58 98 65.3 94 62.7
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groups in Malaysia. Following the work of Anderson and Gerbing (1988), we 
used two steps of CB-SEM including measurement model and structural 
model to test our hypotheses. The measurement model was analyzed by 
assessing the reliability and validity of constructs, while model fitness and 
hypotheses were examined by using CB-SEM in SPSS V.25 & AMOS V.22, 
respectively.
Empirical results
The measurement model indicated the reliability and validity of constructs. 
The validity of proposed models was analyzed by conducting confirmatory 
factor analysis (CFA) through maximum likelihood method. Cronbach’s α was 
used to measure the scale reliability. Cronbach’s α values ranged from 0.563 to 
0.882, indicating good consistency, as suggested by Hair et al. (2010). In 
addition, the three parameters, namely factor loadings, composite reliability 
(CR), and average variance extracted (AVE), were also used to measure 
convergent as well as discriminant validity. The standardized factor loading 
of all the items was above the threshold limit of .6 (Verma et al., 2019). The 
AVE values between .508 and .638 were found above the acceptable limit of .5 
(Hair et al., 2010). The CR values ranged from .726 to .912 which exceeded the 
acceptable limit of .6 as well, indicating internal consistency of multiple 
indicators (Verma et al., 2019). Further, the AVE square root is higher than 
the correlation between each variable, indicating good adequacy. Thus, the 
results of the measurement model are evident regarding good reliability and 
validity of proposed model. The details about the reliability and validity values 
are shown in Table 3.
After analyzing the measurement model, we followed the suggestions of 
Anderson and Gerbing (1988) and analyzed the theoretical framework by 
using the goodness of fit indices. The results of structural model analysis showed 
good fit of the proposed model with the values that were above 0.90. We 
benefited from a set of fit indices to accept or reject the tested model, including 
CMIN/df, GFI and AGFI (goodness of fit index, adjusted goodness of fit index), 
IFI (Bollen’s incremental fit index), NFI (normed fit index), CFI (comparative 
fit index), and RMSEA (root mean square error of approximation). Since CMIN 
heavily depended on sample size, we followed the suggestion of Gao et al. (2020) 
and considered values of CMIN/df less than 5.00 as appropriate. In the literature 
RMSEA values, less than .08 were considered acceptable, while GFI, NFI, and 
CFI values exceeding .95 indicated a good fit (Sahoo, 2019). Based on the above 
analytical results, it is evident that the proposed hypothetical model showed 
a good overall data fit for predicting entrepreneurial innovativeness through 
cultural values. The results of this structural model indicated a good fit (CMIN/ 
df = 2.05, CFI = 0.95, GF1 = 0.90, AGFI = 0.85, NFI = 0.92, IFI = 0.95, 
TLI = 0.95, RMSEA = 0.06), as shown in Table 4.
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Main analysis
The results in Table 5 show the positive and significant impact of indul-
gence (IND) on EI among Malaysian Chinese (β = 0.126, p < .05), Indian 
(β = 0.148, p < .05), and Malay (β = 0.479, p < .05) entrepreneurs. 
Therefore, H1a, H1b, and H1c are supported. These results reveal that 
Malaysia is largely an indulgent society, where different ethnic 
Table 3. Assessment of reliability and validity.
Constructs Items Loadings α CR AVE 1 2 3 4 5 6 7
















4. LTO LTO1 0.903 0.563 0.726 0.543 0.493 0.037 0.551 0.737
LTO2 0.605
LTO3 0.897
















Note: IND = indulgence; HC = collectivism; LTO = long-term orientation; MAS = masculinity; LPD = low power 
distance; LUA = low uncertainty avoidance; EI = entrepreneurial innovativeness; α = Cronbach’s alpha; 
AVE = average variance extracted; CR = construct reliability; Off diagonal factors = correlations; Bold diagonal 
factors = square root of variance shared.
Table 4. Assessment of goodness of fit indices.
Measurement models CMIN/df CFI GFI AGFI NFI IFI TLI RMSEA
Threshold values < 3 > .95 > .95 > .8 > .9 > .9 > .9 .05–.1
Configural invariance 
(baseline model)
4.081 .90 .80 .78 .86 .88 .84 .093
Metric invariance 2.05 .95 .90 .85 .92 .95 .95 .061
Note: df = degrees of freedom; CFI = comparative fit index; GFI = goodness-of-fit index; AGFI = adjusted goodness of 
fit index; NFI = normed fit index; IFI = incremental fit index; TLI = Tucker–Lewis index; RMSEA = root mean square 
error of approximation.
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entrepreneurs are engaged in innovative activities while enjoying life and 
fun in their lives. However, there is a difference in the strength of the 
relationship which could be attributed to their cultural differences. For 
instance, as shown in Table 5, the direct effect of IND on EI of Malay 
group is much stronger than the direct effects of Malaysian Indian and 
Chinese groups. This difference implies that Malays particularly have more 
sense of control over their lives through recreational and leisure activities 
(Wahab et al., 2015); they tend to spend more time with families and 
friends as an effective way to get innovative ideas (Yeoh & Yeoh, 2015). 
However, Malaysian Chinese often focus more on building business net-
works and work hard (Yeoh & Yeoh, 2015), whereas the Indians spend 
their leisure time more in prayers and with specific communities due to 
their belief system (Wahab et al., 2015).
In addition, as indicated in Table 5, there is a positive and significant impact 
of collectivism (HC) on EI among Malaysian Chinese (β = 0.633, p < .05), 
Indian (β = 0.501, p < .05), and Malay (β = 0.594, p < .05) entrepreneurs. 
Therefore, H2a, H2b, and H2c are supported. However, there is a difference in 
the strength of the relationship which could be attributable to their cultural 
differences. For example, the direct effect of HC on EI (Table 5) is stronger 
among the Malaysian Chinese group followed by Malay and Malaysian Indian 
groups. This difference may partially explain that Malaysian Chinese are better 
known for developing strong business networks and personal relationships 
(i.e., Guanxi) in achieving success (Yow, 2017); such Guanxi networking 
competency may strongly affect their social capital for implementing innova-
tion (Idris, 2011). Conversely, Malays are more collectivist within their own 
group but do not remain collectivistic when the competitiveness is increased in 
society at large (Ahmad, 2007; Wahab et al., 2015). The Malaysian Indians’ 
cultural values often evolve around self and their beliefs in the caste system 
(Zawawi, 2008); due to their focus on selected communities or groups, col-
lectivism has less impact on their innovativeness.
A significant impact of long-term orientation (LTO) on EI is found only 
among Malaysian Chinese (β = 0.289, p < .05); thus, H3a only is supported. 
The findings of H3b and H3c reveal negative and positive but nonsignificant 
impact of LTO on EI among Indian and Malay entrepreneurs, respectively. 
Consequently, H3b and H3c among Indian (β = −0.016, p > .05) and Malay 
(β = 0.015, p > .05) are not supported in this regard. The positive and 
significant support of H3a is in line with the existing studies which document 
that Malaysian Chinese have values of hard work and thrift and they are more 
likely to be long-term oriented compared to other ethnic groups (Idris, 2011; 
Lim, 2001; Yeoh & Yeoh, 2015). However, the weak impact of LTO on EI 
among Malays is in part due to their short-term thinking and more family- 
oriented attitude (Zawawi, 2008). Also, Malays are motivated more likely by 
upholding their traditions, religion, and accountability of fulfilling social 
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responsibilities (Idris, 2011; Urban & Ratsimanetrimanana, 2015). Likewise, 
Malaysian Indians strongly believe on their religion that their present life is 
accountable for their reincarnation after death (Zawawi, 2008); hence, they 
tend to focus more on present activities and achieving short-term goals rather 
than long-term goals.
Regarding the significant impact of masculinity (MAS) on EI, H4b is 
supported among Indian entrepreneurs (β = 0.088, p < .05), whereas H4a is 
not supported among Malaysian Chinese (β = 0.039, p > .05). Surprisingly, 
H4c is negatively supported (β = −0.292, p < .05). This means that masculinity 
has a positive and significant impact on EI only among Indian entrepreneurs, 
but a negative and significant impact among Malay entrepreneurs. This 
surprisingly negative support of H4c among the Malay ethnic group toward 
masculinity can be attributed to several factors. Unlike Malaysian Indians, 
Malays are primary ethnic groups; they have privileged access to public-sector 
jobs, business licenses, government contracts, and educational opportunities 
in public universities (Ravallion, 2020; Selvarajah & Meyer, 2008). Moreover, 
national identity in Malaysia is defined by Malay culture and politically 
associated with material advancement of Bumiputera in general and Malay- 
Bumiputera in particular (Aminnuddin, 2020; Janssens et al., 2015). Further, 
Malays’ culture perceives courtesy and respect as principal moral values. 
Because of these cultural attitudes, Malays tend to be less focused on economic 
pursuits than Indian ethnic groups (Idris, 2011). Consequently, Malays desire 
to live in harmony and in cordial relationships and place a higher value on 
personal needs than on work needs.
H5a, H5b, and H5c regarding the impact of lower power distance (LPD) are 
supported among Malaysian Chinese (β = 0.289, p < .05), Indian (β = 0.144, 
p < .05), and Malay (β = 0.162, p < .05) entrepreneurs. However, the direct 
effect of LPD on EI is much stronger among Malaysian Chinese group than 
both Malay and Malaysian Indian groups. Their cultural differences may 
partially explain the different strength of the relationship. For instance, 
Malaysian Chinese are better known to respect hierarchy and authority, 
which may underlie the more impact of LPD on EI compared to Malays 
(Lim, 2001). Likewise, due to belief in caste system, Malaysian Indians need 
to deal with different communities in different ways (Zawawi, 2008), which 
may account for less impact of LPD on EI particularly compared to Malaysian 
Chinese.
In terms of the positive and significant impact of low uncertainty avoidance 
(LUA) on EI of Malaysian ethnic groups, only H6c is supported among Malay 
entrepreneurs (β = 0.075, p < .05). Contrary to our expectation, there are 
negative and significant impacts of low uncertainty avoidance (LUA) on EI 
among Malaysian Chinese (β = −0.305, p < .05) and Indian (β = −0.227, 
p < .05), thus negatively supporting H6a and H6b. The positive support of 
H6c among Malay entrepreneurs but negative supports of H6a and H6b 
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among Chinese and Indian entrepreneurs could be attributed to dimension of 
religiosity. Existing studies (e.g., Aminnuddin, 2020; Fontaine & Richardson, 
2005) found that religious factors play an important role in explaining cultural 
differences among Malaysian major ethnic groups. As Malaysia’s largest ethnic 
group, Malays are substantially influenced by Islam religion. Islamic practices 
and values are notably a main factor that affects the development of Malays’ 
community and culture (Aminnuddin, 2020). Because of their strong trust in 
religion of Islam and fatalism belief, the Malays reveal low uncertainty avoid-
ance. Conversely, Malaysian Chinese and Indians often exhibit high uncer-
tainty avoidance (Fontaine & Richardson, 2005; Lim, 2001); this may account 
for the negative impact of LUA on EI among the two ethic groups. The 
unexpectedly reverse supports of H6a and H6b among Chinese and Indian 
entrepreneurs could transcend the Malaysian context and have wider theore-
tical implications, warranting more detailed explanations in the discussion 
section.
Figure 2 summarizes the results of hypotheses testing across three groups. 
In addition, we assessed the six latent variables’ predictive capability on EI 
through R2 values across all the samples. The R2 value in Chinese, Indian and 
Malay samples is 0.595, 0.452 and 0.631, respectively. According to the pro-
cedure, all values above 0 suggest the predictive capability of the model across 
all the samples (Hair et al., 2017).
Multigroup analysis
The multigroup analysis was performed using SEM to investigate the signifi-
cant differences for impacts of all variables on EI across ethnic samples of 
Chinese, Indians, and Malay. If the basic model structure is invariant across 
groups, the configural invariance is satisfied. The chi-squared difference (χ2) 
test shows that models are invariant, or groups are not different at model level 
(∆χ2 = 242.62 (82), p < .01). Thus, further analysis was conducted for the 
unconstrained model. Given that no between-group invariance constraints 
were found in the initial baseline model based on estimated parameters across 
three groups, as shown in Table 6, the baseline model is identical across the 
three groups.
Findings of multigroup structural equation analyses’ series reveal that the 
data fits quite well in each of the competing and constrained models (see Table 
6). Although chi-squared difference tests reveal that regression weights and 
constraining factor loadings are equal across samples, the fit of these models 
are unchanged with respect to other fit indexes. Moreover, the differences for 
the results of various models are medium and model M2 is superior to other 
models. Rather, the findings in Table 4 reveal that it is reasonable that only 
a single model is accountable for the relationships among these variables 
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across all three samples and for the differences in regression weights and factor 
loadings (see Table 5).
Likewise, the validity for differences in p-values is also reviewed (see Table 7). 
Based on Henseler et al. (2009), percentiles greater than 0.95 or lower than 0.05 
show significant differences between the analyzed groups with 5% error. Thus, 
based on Table 7, the significant differences are found in Malaysian Chinese and 
Indian samples only for the impact of LTO and LUA on EI. However, other path 
coefficients are indifferent across both groups. Likewise, the significant differ-
ence is found in Chinese and Malay samples for the impact of HC, MAS, LPD 
and LUA on EI and the impact of HC, LTO, MAS, LPD, and LUA are also found 
statistically different among Indian and Malay samples. However, other path 
coefficients are found to be indifferent across these groups. The results of 
multigroup analysis reveal less difference among Chinese and Indian samples, 
but the Malay sample is found to be more different than the Chinese and Indian 
samples.
Discussion and conclusion
As one of central themes in management and organization studies, the litera-
ture of national culture and entrepreneurial innovativeness (EI) continues to 
suffer two weaknesses (Tian et al., 2018; Watts et al., 2020). First, the existing 
literature focuses on selected cultural values of Hofstede’s model and analyzes 
their influences on EI. Second, most studies lack a comparative analysis of the 
Table 6. Fit indices for invariance tests.
Model χ2 df GFI RMSEA NFI CFI IFI Model comparison ∆χ2 df p-value
M1 783.52 124 .95 .063 .92 .95 .95 Chinese-Indian 116.98 45 < .01
M2 769.69 120 .96 .050 .93 .95 .95 Chinese-Malay 236.16 80 < .01
M3 809.03 130 .96 .050 .93 .95 .95 Indian-Malay 249.32 85 < .01
Note: χ2 = chi-squared difference; df = degrees of freedom; GFI = goodness-of-fit index; RMSEA = root mean square 
error of approximation; NFI = normed fit index; CFI = comparative fit index; IFI = incremental fit index.
Table 7. Results of multigroup analysis for direct relations.
Hypotheses
Path Coefficients- 
diff (|Chinese – 
Indian|)
Path Coefficients- 
diff (|Chinese – 
Malay|)
Path Coefficients- 











H1: IND -> 
EI
.046 .092 .046 .383 .276 .249
H2: HC -> 
EI
.005 .517 .512 .564 1.000* 1.000*
H3: LTO -> 
EI
.180 .010 .190 .030* .554 .988*
H4: MAS -> 
EI
.059 .586 .645 .672 .001* .000*
H5: LPD -> 
EI
.043 .435 .392 .324 .014* .019*
H6: LUA -> 
EI
.407 .714 .307 1.000* 1.000* .938*
*p < 0.05, **p < 0.01, and ***p < 0.001.
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impact of cultural values on EI among different ethnic groups in a culturally 
diversified country such as Malaysia. In contrast to existing studies that have 
dealt mainly with a national emphasis and have not seriously looked at 
subcultures of the country, we investigate subcultures of Malaysia within 
a national culture of Hofstede’s model by considering all six dimensions. On 
the basis of a systematic and comparative analysis of three major Malaysian 
ethnic groups (Chinese, Indian, and Malay entrepreneurs) in the wholesale 
and retail SMEs, we provide a finer-grained analysis of the influences of 
Hofstede’s full model on their EI. On the one hand, we confirm that collecti-
vism, indulgence and low power distance correlate with EI. On the other hand, 
we do not find a wholesale support for three other cultural values (long-term 
orientation, masculinity and uncertainty avoidance), as expected by the con-
ventional wisdom. This might serve as an empirical warning to culture- 
innovation researchers: they may be missing an important causal mechanism 
by focusing primarily on the cultural aspects at the country level, while often 
ignoring those of subcultures. With multiculturalism as an important concept 
as opposed to assimilation, our fine-grained analysis of Malaysia’s three ethnic 
entrepreneurs both at national and subnational levels contributes to the 
literature in four distinct ways.
Contributions
First, we conducted a comparative investigation of the impact of all six cultural 
values of Hofstede’s model on EI among Malaysia's three primary ethnic 
groups (Malaysian Chinese, Indian, and Malay entrepreneurs). As inconsis-
tent results regarding effects of national culture on innovation-related topics 
are because researchers often focus on Hofstede’s several selected cultural 
dimensions (Beugelsdijk & Welzel, 2018; Cakar & Erturk, 2010; Tian et al., 
2020; Watts et al., 2020), we incorporate all six of Hofstede’s cultural dimen-
sions into the investigation. Such a complete analysis of how national culture 
influences EI enables us to better understand research questions, such as which 
specific cultural values of Hofstede’s full model are more likely to generalize 
similar and/or different impacts upon EI? By considering Hofstede’s full 
model in one systematic study, we are in a better position to paint a fuller 
picture of how national cultural values influence SMEs’ innovation and their 
EI in particular. The novelty of our complete study is further enhanced 
because we also offer valuable insights through an investigation of three 
different ethnic entrepreneurs in their EI both at national and subcultural 
levels. Our fine-grained analysis explicitly reveals similar and different aspects 
of EI regarding influences by different culture values.
Second, this study has theoretically argued and empirically verified positive 
and significant impacts of indulgence, collectivism, and low power distance on 
EI among Malaysian Chinese, Malay, and Indian entrepreneurs. Our findings 
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are in congruence with prior studies in terms of the influences of indulgence 
and collectivism on innovations (Khan & Cox, 2017; Dissanayake & 
Semasinghe, 2014; Efrat, 2014; Griffith & Rubera, 2014; Tian et al., 2018). 
Likewise, the significant positive influence of low power distance on EI is also 
consistent with many other existing studies (e.g., Bukowski & Rudnicki, 2019; 
Zhang et al., 2020). While the existing literature is conducted mainly at an 
aggregate country level, we differentiate three major ethnic groups in 
a multicultural society, thus generating finer-grained analytical results. Our 
findings reveal that Malaysian Chinese, Malay, and Indian entrepreneurs are 
more optimistic in an indulgent, collective, low power distance society and are 
likely to be engaged in innovative activities while enjoying life and fun in their 
lives. In addition, in the indulgent and collective society, Malaysian ethnic 
entrepreneurs appear to strongly believe that they may have positive influence 
on the lives of others through their EI endeavors. In terms of these similarities, 
we infer from the significant role played by Malaysian overall cultural and 
institutional environments that have strongly shaped Malaysian innovation 
activities, suggesting an integrated national cultural perspective.
Third, our study reveals significant differences among three Malaysian 
ethnic groups regarding how three other cultural values (long-term orienta-
tion, masculinity, and low uncertainty avoidance) influence their EI. 
Specifically, long-term orientation has a positive influence on EI only among 
Chinese entrepreneurs, but not among Indian and Malay entrepreneurs. 
Moreover, masculinity has a positive impact on Malaysian Indian entrepre-
neurs, unexpectedly negative impact on Malay entrepreneurs, and no impact 
on Chinese entrepreneurs. Further, low uncertainty avoidance has positive 
influences only among Malay entrepreneurs, but surprisingly negative influ-
ences among both Chinese and Indian entrepreneurs. Likewise, our multi-
group analysis revealed significant differences for the impact of most of the 
cultural values on EI among Chinese and Malay as well as among Indian and 
Malay samples. Such expected and unexpected differences regarding the 
impact of cultural values on EI among Malaysian ethnic groups clearly 
demonstrate the importance of a subcultural perspective of EI. The evidence 
suggests that the subcultural lens could play a significant role when consider-
ing its influence on EI even in a single country like Malaysia; this is largely due 
to the minority social and political status of Malaysian Chinese and Indian 
ethnic groups in the country, as elaborated further in the following.
Fourth, a major unprecedented finding is that the coefficients on the index 
of low uncertainty avoidance indicate an increasing relationship between 
uncertainty avoidance and EI among Malaysian Chinese and Indian entrepre-
neurs, which negatively support H6a and H6b in that they are less uncertainty 
averse than their Malay counterparts. This finding runs counter to the normal 
findings for the variable (Cakar & Erturk, 2010; Hofstede, 2001; Song et al., 
2019; Sun, 2009; Watts et al., 2020). In line with the theory advanced in this 
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article, subcultural perception and minority sociopolitical status may have 
induced a perverse attitude to uncertainty avoidance among Malaysian 
Chinese and Indian ethnic groups so that their EI activities are attracted, 
rather than deterred, by high uncertainty avoidance (as measured convention-
ally). This suggests that, as minority ethnic groups, Malaysian Chinese, and 
Indians do not seem to perceive or behave toward uncertainty avoidance in the 
conventional way as the mainstream ethnic group of Malays. There are two 
major reasons to account for the anomaly. First, mainly as rather than native 
Malays, Malaysian Chinese and Indians are not primary political and social 
players, whereas the Malays are dominant in the political sphere, with the 
United Malays National Organization (UMNO) as Malaysia’s largest and 
leading political party (Janssens et al., 2015). As economically dominant 
groups, Malaysian Chinese and Indian prefer explicit laws and well- 
structured organizations, which provide security, stability and clearly specified 
regulations (Idris, 2011; Yow, 2017), showing strong evidence of high uncer-
tainty avoidance to ensure their formal business practices. Second, the Chinese 
and Indian diasporas with close ties to their origins are associated with 
reduced transaction costs and network effects such as relational assets (Deng 
et al., 2020), thus mitigating the risk of operating a business in market 
familiarity abroad. Such social ties and relational assets depress or reverse 
the conventional findings of studies on the innovative behaviors of most SMEs 
(Deng & Zhang, 2018; Watts et al., 2020). Our finding for uncertainty avoid-
ance also highlights potential shortcomings in common measures of uncer-
tainty avoidance, which are typically calculated from the point of view of 
primary ethnic entrepreneurs in a country; such indices need to be recalcu-
lated to better capture the perceptions of minority entrepreneurs from emer-
ging markets like Malaysia; simply assigning country-level uncertainty 
avoidance scores to samples ignores within-country variability (Corp, 2015; 
Idris, 2011; Wu & Deng, 2020).
Managerial implications
Our study also generates several managerial implications not only for 
Malaysian ethnic entrepreneurs, but also for those practitioners who are 
doing businesses or consider business interactions in multicultural coun-
tries and societies like Malaysia. Our findings indicate that indulgence, 
collectivism, and low power distance tend to be the most significant pre-
dictors of EI nationwide among the three Malaysian ethnic groups in the 
context of wholesale and retail SMEs. In this sense, for the purpose of 
prompting more innovative business activities in the business sector, 
greater efforts need to be made in terms of developing cultural values 
and norms that emphasize the indulgence both of individuals and their 
entrepreneurial business entities while maintaining the collective and low 
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power distance mechanism. Accordingly, our study suggests that Malaysian 
ethnic entrepreneurs can enhance their innovativeness when they are 
happier and more relaxed and work in a more collective manner and 
practice low power distance in the workplace. With low power distance, 
employees feel they should be involved with the manager in decision- 
making. Similarly, when entrepreneurs depict positive attitudes toward 
life, their EI capabilities are more likely to be strengthened in the collective 
society and find comfort and energy in the group setting rather than 
standing as individuals.
However, our findings also suggest that researchers and businesses should 
consider the importance of cultural fit among different ethnic groups and 
specifically how their EI activities are influenced differently by the cultural 
values of masculinity, long-term orientation, and uncertainty avoidance. 
Reward systems that foster EI in one subcultural context may fail to do so 
in another. This is because subcultural values continuously influence the 
preferences, expectations, and incentives of entrepreneurs across a culturally 
plural society. To stimulate more EI, practitioners need to differentiate 
innovation structures and incentive plans across different ethnic groups 
based on their unique cultural values. For example, to encourage 
Malaysian Chinese and Indian employees to be more actively involved in 
EI activities, business managers could adopt formalized management to 
avoid ambiguity and uncertainty in favor of clear goals and operating 
guidelines. In addition, Malaysian Indians are more likely to be influenced 
by masculinity culture; hence, to stimulate their EI, incentive plans need to 
emphasize the accomplishment of the task and be more linked to material 
rewards and success. Such material advancement incentives are obviously 
not applicable to Malays whose subculture is more likely influenced by 
femininity; EI incentive plans for Malays need to consider more their 
desirable harmony and cordial relationships with members of the 
workforce.
Limitations and directions for future research
Despite significant contributions, this study has several limitations that can be 
regarded as opportunities for future research. First, our study adopts only 
Hofstede’s national cultural dimensions to assess their impact on entrepre-
neurial innovativeness among three Malaysian ethnic groups of entrepreneurs. 
Future studies may also consider other cultural values such as Schwartz’s 
values, GLOBE and global mind-sets and analyze their unique impact on 
innovativeness not only in Malaysian multicultural context, but also in other 
emerging economies. Along these research lines, we may elevate the related 
research to a new level because in emerging economies such as BRICS coun-
tries (Brazil, Russia, India, China, and South Africa) cultural and ethnic 
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diversity tends to be the norm. Accordingly, further comparative studies 
across more emerging economies are bound to extend and enrich this study. 
Second, this study is cross-sectional in nature; the findings warrant further 
investigation on a longer time series of data. We recommend that future 
scholars may conduct longitudinal research with a time lag between cultural 
values and entrepreneurial innovativeness, which evolves over time and is 
characterized by dynamism. Third, we collected data only from West 
Malaysia. Future research is needed to verify whether our findings could be 
applicable to similar ethnic entrepreneurs in East Malaysia. Furthermore, our 
study focuses on the impact of national culture on EI. However, innovative-
ness does not necessarily convert into competitive advantage for firms or 
concrete business outcomes. In the future, researchers could further investi-
gate the mechanism through which EI plays in the relationship between 
national culture and actual business outcomes. Finally, to broaden our 
research horizons, investors may also consider more cross-cultural compara-
tive studies across other multicultural countries and assess the influence of 
different levels of cultural values on entrepreneurial innovativeness among 
a variety of ethnic groups both in developed countries and emerging econo-
mies, including China, India, Brazil, Canada, and the USA.
Despite the above limitations, this work is one of the first systematic attempts to 
formally model EI among Malaysia's three major ethnic groups by incorporating 
all six cultural values of Hofstede’s theory. Our motivation is to test the extent to 
which Hofstede’s full model that explains EI in most countries is applicable to 
a multicultural country (i.e., Malaysia) and whether special explanations nested 
within the theory are needed. We find that Malaysian ethnic groups have both 
similar and different aspects regarding the effects of national culture on EI. Viewed 
together, these findings advance our understanding of an ongoing debate on 
cultural convergence versus cultural divergence of innovativeness across the 
world by clearly demonstrating that cultural values at the national level influence 
EI variably and universally across Malaysia's three ethnic groups. As many multi-
cultural countries in the world (e.g., China and the US) remain nation-states with 
uniform national culture and simultaneously divided subcultural values, both 
national culture and subculture perspectives could transcend the Malaysian con-
text and have wider theoretical applicability. For instance, white Americans are the 
primary ethnic groups in the United States, whereas African, Latino, and Asian 
Americans are other major ethnic groups. Cultural similarities and differences in 
terms of their corresponding influences on EI found in our study could be 
applicable to the context of a multicultural US. Hopefully, our study will stimulate 
scholars to conduct more research inquiries into this research of growing impor-
tance in more culturally diversified contexts around the globe.
28 S. TEHSEEN ET AL.
Acknowledgments
We are grateful to two anonymous reviewers for their valuable comments and constructive 
suggestions. The research was in part accomplished when Bing Wu was a visiting scholar at 
the Monte Ahuja College of Business at Cleveland State University (03/2019-08/2020) and 
Ying Gao took independent studies under the supervision of Dr Ping Deng. Ping Deng 
acknowledges support from the Natural Science Foundation of China (NSFC) (#71872053 
and #71872161), the Ministry of Education (MOE) Project of Key Research Initiatives of 
Humanities and Social Sciences at Chinese Universities (#17JZD020), and the Monte Ahuja 
Endowment Fund for the Chair of Global Business at Cleveland State University. Bing Wu 
thanks the NSFC (#71202051 and #71972072), Shanghai Pujiang Program (#2020PJC027) 
and Shanghai Philosophy and Social Science Planning Program (#2018BGL007) for their 
support. Bing Wu is the corresponding author.
Funding
This work was supported by the National Natural Science Foundation of China 
(71202051,71872053,71872161,71972072); Shanghai Philosophy and Social Science Planning 
Program (2018BGL007); the Monte Ahuja Endowment Fund for the Chair of Global Business 
at Cleveland State University; Shanghai Pujiang Program (#2020PJC027); and Ministry of 








Ahmad, N. H. (2007). A cross cultural study of entrepreneurial competencies and entrepreneurial 
success in SMEs in Australia and Malaysia. Doctoral dissertation, The University of 
Adelaide.
Aminnuddin, N. A. (2020). Ethnic differences and predictors of racial and religious discrimi-
nations among Malaysian Malays and Chinese. Cogent Psychology, 7(1), 1766737. https:// 
doi.org/10.1080/23311908.2020.1766737 
Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modelling in practice: A review 
and recommended two-step approach. Psychological Bulletin, 103(3), 411–423. https://doi. 
org/10.1037/0033-2909.103.3.411 
Barringer, B. R., & Ireland, R. D. (2019). Entrepreneurship: Successfully launching new ventures 
(6th ed.). Pearson Prentice-Hall.
Beugelsdijk, S., & Welzel, C. (2018). Dimensions and dynamics of national culture: 
Synthesizing Hofstede with Inglehart. Journal of Cross-Cultural Psychology, 49(10), 
1469–1505. https://doi.org/10.1177/0022022118798505 
Brewer, P., & Venaik, S. (2014). The ecological fallacy in national culture research. 
Organizational Studies, 35(7), 1063–1086. https://doi.org/10.1177/0170840613517602 
JOURNAL OF SMALL BUSINESS MANAGEMENT 29
Broekhuizen, T. L., Giarratana, M. S., & Torres, A. (2017). Uncertainty avoidance and the 
exploration-exploitation trade-off. European Journal of Marketing, 51(11/12), 2080–2100. 
https://doi.org/10.1108/EJM-05-2016-0264 
Bukowski, A., & Rudnicki, S. (2019). Not only individualism: The effects of long-term orienta-
tion and other cultural variables on national innovation success. Cross-Cultural Research, 53 
(2), 119–162. https://doi.org/10.1177/1069397118785546 
Cakar, N. D., & Erturk, A. (2010). Comparing innovation capability of small and medium-sized 
enterprises: Examining the effects of organizational culture and empowerment. Journal of 
Small Business Management, 48(3), 325–359. https://doi.org/10.1111/j.1540-627X.2010. 
00297.x 
Černe, M., Jaklič, M., & Škerlavaj, M. (2013). Decoupling management and technological 
innovations: Resolving the individualism-collectivism controversy. Journal of International 
Management, 19(2), 103–117. https://doi.org/10.1016/j.intman.2013.03.004 
Chaganti, R., & Greene, P. G. (2002). Who are ethnic entrepreneurs? A study of entrepreneurs’ 
ethnic involvement and business characteristics. Journal of Small Business Management, 40 
(2), 126–143. https://doi.org/10.1111/1540-627X.00045 
Chen, Y., Podolski, E. J., & Veeraraghavan, M. (2017). National culture and corporate 
innovation. Pacific-Basin Finance Journal, 43, 173–187. https://doi.org/10.1016/j.pacfin. 
2017.04.006 
De Mooij, M., & Hofstede, G. (2010). The Hofstede model: Applications to global branding and 
advertising strategy and research. International Journal of Advertising, 29(1), 85–110. https:// 
doi.org/10.2501/S026504870920104X 
Deng, P., Delios, A., & Peng, M. (2020). A geographic relational perspective on the inter-
nationalization of emerging market firms. Journal of International Business Studies, 51(1), 
50–71. https://doi.org/10.1057/s41267-019-00276-y 
Deng, P., & Zhang, S. (2018). Institutional quality and internationalization of emerging market 
firms: Focusing on Chinese SMEs. Journal of Business Research, 91, 279–289. https://doi.org/ 
10.1016/j.jbusres.2018.07.014 
Dissanayake, D. M. N. S. W., & Semasinghe, D. M. (2014). Does the innate culture make all 
failures to entrepreneurs? An existing context specific problem. International Journal of 
Scientific and Research Publications, 4(11), 1–12.
Dobni, C. B. (2010). The relationship between an innovation orientation and competitive 
strategy. International Journal of Innovation Management, 14(2), 331–357. https://doi.org/ 
10.1142/S1363919610002660 
Efrat, K. (2014). The direct and indirect impact of culture on innovation. Technovation, 34(1), 
12–20. https://doi.org/10.1016/j.technovation.2013.08.003 
Fontaine, R., & Richardson, S. (2005). Cultural values in Malaysia: Chinese, Malays and Indians 
compared. Cross Cultural Management: An International Journal, 12(4), 63–77. https://doi. 
org/10.1108/13527600510798141 
Gallego-Álvarez, I., & Pucheta-Martínez, M. C. (2020). Hofstede’s cultural dimensions and 
R&D intensity as an innovation strategy: A view from different institutional contexts. 
Eurasian Business Review, 1–30. https://doi.org/10.1007/s40821-020-00168-4 
Gao, C., Shi, D., & Maydeu-Olivares, A. (2020). Estimating the maximum likelihood root mean 
square error of approximation (RMSEA) with non-normal data. Structural Equation 
Modelling: A Multidisciplinary Journal, 27(2), 192–201. https://doi.org/10.1080/10705511. 
2019.1637741 
Griffith, D., & Rubera, G. (2014). A cross-cultural investigation of new product strategies for 
technological and design innovations. Journal of International Marketing, 22(1), 5–20. 
http://www.ijsrp.org/research-paper-1114/ijsrp-p3596.pdf 
30 S. TEHSEEN ET AL.
Ha, S. T., Lo, M. C., & Ramayah, T. (2016). Decomposing market orientation and its relation-
ship to innovativeness of SMEs in Malaysia: The moderating effects of market turbulence. 
Journal for International Business and Entrepreneurship Development, 9(3), 273–290. https:// 
doi.org/10.1504/JIBED.2016.077745 
Hair, J. F., Jr., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis 
(7th ed.). Pearson Education.
Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data 
analysis (6th ed.). Prentice Hall.
Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least squares 
structural equation modelling (PLS-SEM) (2nd ed.). Sage.
Halkos, G. E., & Tzeremes, N. G. (2013). Modelling the effect of national culture on countries’ 
innovation performances: A conditional full frontier approach. International Review of 
Applied Economics, 27(5), 656–678. https://doi.org/10.1080/02692171.2013.778819 
Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares path 
modelling in international marketing. Advances in International Marketing, 20(1), 277–319. 
https://doi.org/10.1108/S1474-7979(2009)0000020014 
Hofstede, G. (1980). Culture and organisations. International Studies of Management & 
Organization, 10(4), 15–41. https://doi.org/10.1080/00208825.1980.11656300 
Hofstede, G. (1983). The cultural relativity of organisational practices and theories. Journal of 
International Business Studies, 14(2), 75–89. https://doi.org/10.1057/palgrave.jibs.8490867 
Hofstede, G. (1984). Cultural dimensions in management and planning. Asia Pacific Journal of 
Management, 1(2), 81–99. https://doi.org/10.1007/BF01733682 
Hofstede, G. (2001). Culture’s consequences: Comparing values, behaviors, institutions and 
organizations across nations (2nd ed.). Sage.
Hofstede, G., Hofstede, G. J., & Minkov, M. (2010). Cultures and organizations, software of the 
mind. Intercultural cooperation and its importance for survival. McGraw-Hill.
Hofstede, G. J. (2015). Culture’s causes: The next challenge. Cross Cultural Management, 22(4), 
545–569. https://doi.org/10.1108/CCM-03-2015-0040 
Idris, A. (2011). Ethnicity and cultural values: An empirical study of Malay and Chinese 
entrepreneurs in Peninsular Malaysia. Sarjana, 26(1), 22–40. https://citeseerx.ist.psu.edu/ 
viewdoc/download?doi=10.1.1.679.4307&rep=rep1&type=pdf 
Jamil, A., Omar, R., & Panatik, S. A. (2014). Entrepreneurial passion, achievement motivation 
goals and behavioural engagements in Malaysia: Are there any differences across ethnic 
groups. Asian Social Science, 10(17), 17–28. https://doi.org/10.5539/ass.v10n17p17 
Janssens, H., Verkuyten, M., & Khan, A. (2015). Perceived social structural relations and group 
stereotypes: A test of the stereotype content model in Malaysia. Asian Journal of Social 
Psychology, 18(1), 52–61. https://doi.org/10.1111/ajsp.12077 
Jones, G., & Davis, H. (2000). National culture and innovation: Implications for locating global 
R&D operations. Management International Review, 40(1), 11–39. https://www.jstor.org/ 
stable/40835865 
Khan, R. H., & Cox, P. L. (2017). Country culture and national innovation. Archives of Business 
Research, 5(2), 85–101. https://doi.org/10.14738/abr.52.2768 
Kline, R. B. (2011). Principles and practice of structural equation modelling (3rd ed.). The 
Guildford Press.
Kostis, C. O., Kafka, L. K., & Petrakis, E. P. (2018). Cultural change and innovation 
performances. Journal of Business Research, 88, 303–306. https://doi.org/10.1016/j.jbusres. 
2017.12.010 
Kumar, R. (2011). Research methodology: A step-by-step guide for beginners. Sage.
JOURNAL OF SMALL BUSINESS MANAGEMENT 31
Lenartowicz, T., & Roth, K. (2001). Does subculture within a country matter? A cross-cultural 
study of motivational domains and business performance in Brazil. Journal of International 
Business Studies, 32(2), 305–325. https://doi.org/10.1057/palgrave.jibs.8490954 
Lim, L. (2001). Work-related values of Malays and Chinese Malaysians. International Journal of 
Cross Cultural Management, 1(2), 209–226. https://doi.org/10.1177/147059580112005 
Lin, L. H. (2009). Effects of national culture on process management and technological 
innovation. Total Quality Management, 20(12), 1287–1301. https://doi.org/10.1080/ 
14783360903250621 
Medcof, J. W., & Wang, C. H. (2017). Does national culture influence exploratory and 
exploitative innovation? International Journal of Technology Management, 73(4), 235–253. 
https://doi.org/10.1504/IJTM.2017.083080 
Miller, M., Tasic, I., Lyons, T., Ewing, R., & Grace, J. B. (2020). Structural equation modeling. 
In Advanced Quantitative Research Methods for Urban Planners (pp. 185–215). Routledge.
Morris, M., & Schindehutte, M. (2005). Entrepreneurial values and the ethnic enterprise: An 
examination of six subcultures. Journal of Small Business Management, 43(4), 453–479. 
https://doi.org/10.1111/j.1540-627X.2005.00147.x 
Mullen, M. R., Budeva, D. G., & Doney, P. M. (2009). Research methods in the leading small 
business–entrepreneurship Journals: A critical review with recommendations for future 
research. Journal of Small Business Management, 47(3), 287–307. https://doi.org/10.1111/j. 
1540-627X.2009.00272.x 
Papula, J., Kohnova, L., & Papulova, Z. (2018). Impact of national culture on innovation 
activities of companies: A case of Germany, Austria, Switzerland and the Czech Republic. 
Economic Annals-XXI, 169, 26–30. https://doi.org/10.21003/ea.v169-05 
Phillips, L. D., & Wright, C. (1977). Cultural differences in viewing uncertainty and assessing 
probabilities. In Jungermann H., & De Zeeuw G. (Eds.), Decision making and change in 
human affairs. Theory and Decision Library (An International Series in the Philosophy and 
Methodology of the Social and Behavioral Sciences) (vol. 16, pp. 507–519). Dordrecht: 
Springer. https://doi.org/10.1007/978-94-010-1276-8_34 
Prim, A. L., Filho, L. S., Zamur, G. C., & Di Serio, L. C. (2017). The relationship between 
national culture dimensions and degree of innovation. International Journal of Innovation 
Management, 21(1), 1–22. https://doi.org/10.1142/S136391961730001X 
Ramayah, T., Yeap, J. A., Ahmad, N. H., Halim, H. A., & Rahman, S. A. (2017). Testing 
a confirmatory model of Facebook usage in smartPLS using consistent PLS. International 




Ravallion, M. (2020). Ethnic inequality and poverty in Malaysia since May 1969. World 
Development, 134, 105039. Retrieved June 28, 2020, from https://doi.org/10.1016/j.world 
dev.2020.105039 
Rhyne, L. C., Teagarden, M. B., & Van den Panhuyzen, W. (2002). Technology-based compe-
titive strategies: The relationship of cultural dimensions to new product innovation. The 
Journal of High Technology Management Research, 13(2), 249–277. https://doi.org/10.1016/ 
S1047-8310(02)00047-0 
Rinne, T., Steel, G. D., & Fairweather, J. (2012). Hofstede and Shane revisited the role of power 
distance and individualism in national-level innovation success. Cross-Cultural Research, 46 
(2), 91–108. https://doi.org/10.1177/1069397111423898 
Rosenbusch, N., Brinckmann, J., & Bausch, A. (2011). Is innovation always beneficial? A 
meta-analysis of the relationship between innovation and performance in SMEs. Journal 
of Business Venturing, 26(4), 441–457. https://doi.org/10.1016/j.jbusvent.2009.12.002 
32 S. TEHSEEN ET AL.
Rujirawanich, P., Addison, R., & Smallman, C. (2011). The effects of cultural factors on 
innovation in a Thai SME. Management Research Review, 34(12), 1264–1279. https://doi. 
org/10.1108/01409171111186397 
Sabah, S., Carsrud, A. L., & Kocak, A. (2014). The impact of cultural openness, religion, and 
nationalism on entrepreneurial intensity: Six prototypical cases of Turkish family firms. 
Journal of Small Business Management, 52(2), 306–324. https://doi.org/10.1111/jsbm.12101 
Sahoo, M. (2019). Structural equation modelling: Threshold criteria for assessing model fit. In 
Subudhi, R. N. and Mishra, S. (Eds.), Methodological Issues in management research: 
Advances, challenges, and the way ahead (pp. 269–276). Bingley: Emerald Publishing 
Limited. https://doi.org/10.1108/978-1-78973-973-220191016 
Selvarajah, C., & Meyer, D. (2008). One nation, three cultures: Exploring dimensions that relate 
to leadership in Malaysia. Leadership and Organization Development, 29(8), 693–712. 
https://doi.org/10.1108/01437730810916640 
Shane, S. (1993). Cultural influences on national rates of innovation. Journal of Business 
Venturing, 8(1), 59–73. https://doi.org/10.1016/0883-9026(93)90011-S 
Shi, D., Lee, T., & Terry, R. A. (2018). Revisiting the model size effect in structural equation 
modelling. Structural Equation Modelling: A Multidisciplinary Journal, 25(1), 21–40. https:// 
doi.org/10.1080/10705511.2017.1369088 
Shirokova, G., Tsukanova, T., & Morris, M. H. (2018). The moderating role of national culture 
in the relationship between university entrepreneurship offerings and student start-up 
activity. Journal of Small Business Management, 56(1), 103–130. https://doi.org/10.1111/ 
jsbm.12363 
SME Corp Malaysia. (2015). SME corp gov my. SME Corp Malaysia. Retrieved June 14, 2017, 
from https://www.smecorp.gov.my 
Song, H., Zhang-Zhang, Y., Tian, M., Rohlfer, S., & Sharkasi, N. (2019). Culture and regional 
innovation performance: An exploration in China. Chinese Management Studies, 12(2), 
397–420. https://doi.org/10.1108/CMS-03-2018-0434 
Stevens, J. (1992). Applied multivariate statistics for the social sciences. Taylor & Francis group.
Sun, H. (2009). A meta-analysis on the influence of national culture on innovation capability. 
International Journal of Entrepreneurship and Innovation Management, 10(3–4), 353–360. 
https://doi.org/10.1504/IJEIM.2009.025678 
Taylor, M., & Wilson, S. (2012). Does culture still matter? The effects of individualism on 
national innovation rates. Journal of Business Venturing, 27(2), 234–247. https://doi.org/10. 
1016/j.jbusvent.2010.10.001 
Tehseen, S., Ramayah, T., & Sajilan, S. (2017). Testing and controlling for common method 
variance: A review of available methods. Journal of Management Sciences, 4(2), 142–168. 
https://doi.org/10.20547/jms.2014.1704202 
Terpstra-Tong, J. L., Terpstra, R. H., & Tee, D. D. (2014). Convergence and divergence of 
individual-level values: A study of Malaysian managers. Asian Journal of Social Psychology, 
17(3), 236–243. https://doi.org/10.1111/ajsp.12062 
Thomas, A. S., & Mueller, S. L. (2000). A case for comparative entrepreneurship: Assessing the 
relevance of culture. Journal of International Business Studies, 31(2), 287–301. https://doi. 
org/10.1057/palgrave.jibs.8490906 
Tian, M., Deng, P., & Wu, B. (2020). Culture and innovation in the international context: 
A literature review. Innovation: The European Journal of Social Science Research, 33(6), 1–28. 
https://doi.org/doi.org/10.1080/13511610.2020.1783644 
Tian, M., Deng, P., Zhang, Y., & Salmador, M. P. (2018). How does culture influence innova-
tion? A systematic literature review. Management Decision, 56(5), 1088–1107. https://doi. 
org/10.1108/MD-05-2017-0462 
JOURNAL OF SMALL BUSINESS MANAGEMENT 33
Tsegaye, W., Su, Q., & Malik, M. (2019). The antecedent impact of culture and economic 
growth on nations creativity and innovation capability. Creativity Research Journal, 31(2), 
215–222. https://doi.org/10.1080/10400419.2019.1606621 
Urban, B., & Ratsimanetrimanana, F. A. (2015). Culture and entrepreneurial intentions of 
Madagascan ethnic groups. Journal of Entrepreneurship in Emerging Economies, 7(2), 
86–114. https://doi.org/10.1108/JEEE-01-2015-0008 
Van Everdingen, Y. M., & Waarts, E. (2003). The effect of national culture on the adoption of 
innovations. Marketing Letters, 14(3), 217–232. https://doi.org/10.1023/A:1027452919403 
Vecchi, A., & Brennan, L. (2009). A cultural perspective on innovation in international 
manufacturing. Research in International Business and Finance, 23(2), 181–192. https:// 
doi.org/10.1016/j.ribaf.2008.03.008 
Verhees, F. J., & Meulenberg, M. T. (2004). Market orientation, innovativeness, product 
innovation, and performance in small firms. Journal of Small Business Management, 42(2), 
134–154. https://doi.org/10.1111/j.1540-627X.2004.00102.x 
Verma, V. K., Chandra, B., & Kumar, S. (2019). Values and ascribed responsibility to predict 
consumers’ attitude and concern towards green hotel visit intention. Journal of Business 
Research, 96(3), 206–216. https://doi.org/10.1016/j.jbusres.2018.11.021 
Wahab, E. A., Pitchay, A., & Ali, R. (2015). Culture, corporate governance and analysts forecast 
in Malaysia. Asian Review of Accounting, 23(3), 232–255. https://doi.org/10.1108/ARA-03- 
2014-0033 
Watts, L. L., Steele, L. M., & Hartog, D. N. D. (2020). Uncertainty avoidance moderates the 
relationship between transformational leadership and innovation: A meta-analysis. 
Journal of International Business Studies, 51(1), 138–145. https://doi.org/10.1057/s41267- 
019-00242-8 
Wu, B., & Deng, P. (2020). Internationalization of SMEs from emerging markets: An institu-
tional escape perspective. Journal of Business Research, 108(1), 337–350. https://doi.org/10. 
1016/j.jbusres.2019.10.037 
Wu, M. (2006). Hofstede’s cultural dimensions 30 years later: A study of Taiwan and the 
United States. Intercultural Communication Studies, 15(1), 33–42. https://web.uri.edu/iaics/ 
files/04-Ming-Yi-Wu.pdf 
Yeniyurt, S., & Townsend, J. D. (2003). Does culture explain acceptance of new products in 
a country? An empirical investigation. International Marketing Review, 20(4), 377–396. 
https://doi.org/10.1108/02651330310485153 
Yeoh, J., & Yeoh, P. A. (2015). Competitiveness between ethnic malays and ethnic Chinese in 
Malaysia. Journal of Psychology, 2(1), 16–21. https://doi.org/10.5176/2345-7872_2.1_24 
Yoo, B., Donthu, N., & Lenartowicz, T. (2011). Measuring Hofstede’s five dimensions of cultural 
values at the individual level: Development and validation of CVSCALE. Journal of International 
Consumer Marketing, 23(3–4), 193–210. https://doi.org/10.1080/08961530.2011.578059 
Yow, C. H. (2017). Ethnic Chinese in Malaysian citizenship: Gridlocked in historical formation 
and political hierarchy. Asian Ethnicity, 18(3), 277–295. https://doi.org/10.1080/14631369. 
2016.1155044 
Zawawi, D. (2008). Cultural dimensions among Malaysian employees. International Journal of 
Economics and Management, 2(2), 409–426. http://psasir.upm.edu.my/id/eprint/39442/1/ 
39442.pd 
Zhang, H., Tian, M., & Hung, T. K. (2020). Cultural distance and cross-border diffusion of 
innovation: A literature review. Academia Revista Latinoamericana de Administración, 33 
(2), 241–260. https://doi.org/10.1108/ARLA-10-2018-0239 
Zhu, B., Habisch, A., & Thøgersen, J. (2018). The importance of cultural values and trust for 
innovation - A European study. International Journal of Innovation Management, 22(2), 
1–28. https://doi.org/10.1142/S1363919618500172
34 S. TEHSEEN ET AL.
